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Report Highlights:  

This report summarizes the activities and outcomes of the SaborUSA Colombia project (July 2021 ï 

June 2022) focused on promoting U.S. beef and pork in Colombia. SaborUSA is a digital marketing 

initiative that promotes American food products and brands through its own website and social media 

platforms. Since launching in 2015, SaborUSA now has more than 100,000 followers. 
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General Information 

After seven years, the SaborUSA Colombia project (SaborUSA) is still recognized as the go-to source 

for eye-catching digital content that showcases American food products and brands in Colombia on 

Facebook, Twitter, and Instagram, and an interactive website. Since launching in 2015, SaborUSA now 

has more than 100,000 followers, a Colombian community that appreciates content about U.S. 

gastronomy and the food scene in the United States.   

 

Under FY2021, SaborUSA implemented a marketing strategy designed to promote the hashtag and idea 

#DosPaisesUnSabor (two countries, one flavor). Along with continuing to grow the online community, 

SaborUSA focused on the customer journey (interactions the consumers have with American product 

digital content) with the goal of converting this online following into qualified leads and sales of U.S. 

foods. SaborUSA worked to achieve this by leveraging the e-commerce platforms of importers, 

distributors, and retailers where online sales of U.S. products occur. SaborUSA does not sell U.S. food 

products, and therefore, the program relies on the aforementioned stakeholders as partners to help 

generate trade leads and sales. 

Background on Beef and Pork Demand in Colombia 

In 2021, Colombia was the worldôs sixth largest market for U.S. pork and product exports, reaching 

$257.8 million, a 75 percent increase from 2020. From January to November 2022, pork exports totaled 

$228.5 million. In 2021, Colombia became the seventeenth top foreign destination for U.S. beef and 

product exports, reaching $40.6 million, a 104 percent increase from 2020. From January to November 

2022, beef exports totaled $42.6 million. 

I. Lead Performance Measures 

Since SaborUSA does not sell U.S. food products, the programôs metrics focus on Market Qualified 

Leads (MQL) ï a lead that has indicated interest in buying by engaging with SaborUSA website content 

ï and a Sales Qualified Lead (SQL) ï which is a prospective customer who has been qualified to get in 

contact with the vendor and close a sale ï to demonstrate results and efficacy of the program for U.S. 

food products.  

 

From July 2021 to June 2022, more than 38,000 followers visited the SaborUSA website to learn about 

U.S. beef. As a result, 3.81 percent of these visitors became prospective customers that contacted U.S. 

beef vendors in Colombia through the SaborUSA point of sale landing page. SaborUSAôs efforts 

encourage one-time buyers to turn into lifelong repeat customers. 

II.  Tailored SaborUSA Digital Content 

Based on social listening tools, SaborUSA identified consumer interests and questions regarding beef 

and pork. According to data provided by marketing intelligence tools, SaborUSA produced high quality 

content about U.S. beef and pork handling, quality, availability, and versatility, publishing 72 social 

                                                           
1 Regarding sales, ña funnel conversion rate above 2% is considered good, and a rate between 3.1% to 5% is great.ò Source: 

https://watchthem.live/funnel-conversion-rate/ 

https://www.facebook.com/SaborUSA
https://twitter.com/sabor_usa
https://www.instagram.com/sabor_usa/
http://www.saborusa.com/
https://www.saborusa.com/carne-puntos-de-venta/
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media posts, 22 video recipes, and 20 blogs, and a beef landing page that were extremely popular. This 

content was published through Facebook, Instagram, Twitter, YouTube, and the SaborUSA website. 

 

Table 1: SaborUSA Digital Content Designed and Published to Promote U.S. Beef and Pork from 

July 2021 to June 2022 

 

Digital Content Quantity  KPI  

Social media publications (Table 2) 72 

2,782,341 reach2 

3,138,618 impressions3 

71,854 interactions4 

Video recipes (Table 3) 22 228,967 views 

Blogs (Table 4) 20 29,841 visits 

 

Table 2: SaborUSA Social Media Publication Samples 

With three U.S. products (pork, rice, and lentils), we prepare a traditional 

Colombian dish that could be served for breakfast, lunch, or dinner 

                                                           
2 Reach: number of people who see content 
3 Impressions: number of times content is displayed 
4 Interactions: number of likes, shares, comments, saves, etc. 
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We have the feeling that this U.S. beef burger will become your favorite 

one 

Find recipes and tips on how to prepare liver in the link of our bio. It will 

become your favorite beef cut 
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Would you like to make an impression on your beloved one in St. 

Valentine? Learn how to prepare NY steak, a beef cut that is plenty of 

juiciness, tenderness, and flavor 

 

Table 3: SaborUSA Video Recipe Samples 

 
Rosemary-Marinated Rib Eye Steak with 

Butter 

 
Liver Casserole 

https://www.saborusa.com/receta/ribeye-con-mantequilla-y-romero/
https://www.saborusa.com/receta/ribeye-con-mantequilla-y-romero/
https://www.saborusa.com/receta/cazuela-de-higado/
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Jack Daniel´s BBQ Pork Ribs 

 
Beef Steak Fajitas 

 

Table 4: SaborUSA Blog Samples 

Discover U.S. beef quality Four ways to enjoy liver  

Five ways to enjoy U.S. pork flavor Do you know how to safely defrost meat? 

https://www.saborusa.com/receta/costillas-de-cerdo-con-salsa-jack-daniels/
https://www.saborusa.com/receta/fajitas-de-carne-de-res/
https://www.saborusa.com/blog/carne-de-res-de-calidad-sabor-usa/
https://www.saborusa.com/blog/cuatro-formas-de-disfrutar-el-higado-de-res/
https://www.saborusa.com/blog/cinco-formas-disfrutar-sabor-la-carne-cerdo-americano/
https://www.saborusa.com/blog/metodos-mas-seguros-descongelar-las-carnes/#:~:text=Por%20eso%20los%20alimentos%20perecederos,fr%C3%ADa%20y%20en%20el%20microondas.
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Table 5: Snapshot of the SaborUSA Beef Landing Page 

SaborUSA designed and developed a landing page for U.S. beef to educate consumers about product 

benefits and quality, USDAôs beef grading system, production areas, and, most importantly, points of 

sale. 

 

Introduction  

 

Product 

benefits 

 

Product 

quality  

https://www.saborusa.com/carne/
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Production 

areas 

 

USDA 

grading 

system 

 

Example of 

leading 

followers to 

points of sale 

and brands 

III.  Targeted Activities Designed and Implemented by SaborUSA  

Market Research 

FAS Bogota commissioned the business-consulting firm Dunnhumby to conduct a market study of 

products promoted through SaborUSA digital platforms. Due to budget constraints, SaborUSA limited 

the market study to only five products, including beef, based on seasonality, availability, and specific 

American brand identification. 

 

The market study took place in Grupo Exito, which is one of the largest Colombian food retailers with 

648 retail outlets, tracking sales and the number of individual clients that purchased products. Based out 

of Medellin, Grupo Exito manages several supermarket chains: Exito, Carulla, SurtiMax, and 

SuperInter. The study analyzed a total of 4.1 million clients who conducted 35.6 million transactions 

containing at least one of the five target products.  

  

https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&cad=rja&uact=8&ved=2ahUKEwiB5pn8vf77AhULFVkFHRv5DHAQFnoECAkQAQ&url=https%3A%2F%2Fwww.grupoexito.com.co%2Fes&usg=AOvVaw1lRTTUTAYx7fYS_CR2ynEF













